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Anxiety in the Aisle

Introduction

Global oversupply has characterized the wine industry over the past years. The range of
products is relatively stable due to new product limitations by grape variety and geographic
appellation; however, brand offerings have increased exponentially (‘Global Wine
Manufacturing’, 2014). The industry is extremely fragmented with few manufacturers holding a
substantial market share. Manufacturers must continuously compete with each other to win
shelf space and new consumers entering the market.
Consumption in the United States has been increasing over the past decade (‘Global
Wine Manufacturing’, 2014), though it has not reached the level of consumption recorded in
Europe. This consumption increase has been driven by several factors such as, low-price
offerings, increased marketing, greater understanding of wine by consumers, and increased
sales to the Millennial population (‘Global Wine Manufacturing’, 2014). The Millennial
population creates an opportunity for retailers and manufacturers to gain market share with new
consumers who have yet to build strong purchasing patterns in the alcohol categories. At the
same time, it challenges retailers and manufacturers to create shopping aisles that makes it
easier to select wine for purchase and as such promotes consumers’ trial of different new wines.
Retail locations, referred to as “off-premise,” are the predominant outlet for purchasing
alcohol. In bars and restaurants, or so-called “on-premise” locations, where the beverage is
consumed on-the-spot, personal guidance in the purchase decisions is available and
consumers have less of a purchase risk due to smaller purchase volume. Retail locations, on
the other hand, flood the consumer with information. Shoppers are exposed to a wide variety of
prices, bottle sizes, grape variety, geographic appellation, brands and awards, but the traditional
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in-store displays lack in the most important information for shoppers — how to navigate the
aisle, locate and purchase the wine that meets their requirements for price, taste, occasion and
whatever other variables make up the complex wine purchase decision (Hollebeck & Brodie,
2009). This may well cause the shopper to become overwhelmed in the aisle and create
psychological pressure in having to select the right wine for the intended consumption occasion.
Indeed, national research (Mintel, 2014) seems to confirm as much, as does industry research
by wine maker Constellation Brands (“Constellation”).
A product’s perceived value is based on a consumer’s opinion of the product. The value
of a product is created from a combination of factors such as the market price and ability to
satisfy the consumer’s needs or requirements (Hollebeck & Brodie, 2009). Given that wine is
enjoyed and valued mainly on sensory factors (color, smell, taste), its value can therefore not be
estimated prior to purchase, so a wine shopper must either use previously known information,
either their own or obtained from other sources, or obtain “immediate knowledge” while in the
wine aisle, for instance from the presentation on the shelf, to drive purchase decisions.
Prior wine research mainly focuses on consumption behaviors and patterns when
suggesting marketing strategies for wine and does not normally account for the difference in
shoppers’ value perceptions between the on- and off-premise purchasing contexts (Charters et
al., 2011). For example, researchers found that sparkling wines were most often associated
with celebratory occasions. Based on these findings, marketing efforts should be tailored to, or
at least highlight this consumption occasion, come purchase motivation, when marketing wine
inside of the store.
Even though consumers may be shopping for one of many occasions, as in the above
example, current research also indicates that shoppers will weigh additional aspects such as
price, brand and grape variety. This holds that consumption elements such as taste, smell, and
color and occasion factors such as celebration and entertaining do not translate directly to the
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purchase decision factors available in a store setting, possibly causing increased stress and
anxiety for shoppers in selecting wine.
Recognizing this gap in the the research, this study utilizes the segmentation of wine
shoppers based on both purchase patterns and consumption patterns as developed by
Constellation Brands (2013). We investigate the incongruence between consumer and shopper
behavior to better understand shoppers’ experience and emotions in order to develop shopper
marketing strategies to improve shoppers’ experience in the wine aisle. Although the
segmentation outcomes of Constellation Brands’ wine genome are widely publicized and used
by many in the industry, this study uses the “raw data” from Constellation’s 2014 survey of
3,677 participants in the United States and Canada to investigate the two following research
questions:
RQ1: Are wine shoppers overwhelmed, anxious and intimidated?
RQ2: How can wine retailers, specifically multi-outlet stores, adapt merchandising
strategies for wine based on actual shopping behavior of the consumer segments
they attract as shoppers?

Literature Overview

Segmentation has been utilized by the wine industry since its inception in the marketing
field during the 1960’s (Claycamp & Massy, 1960); however, wine segments are normally
created solely on the basis of wine consumption and demographics of consumers (note: not
shoppers). Segmentation research focused on segmenting wine consumers based on the
consumption circumstances and frequency of consumption. Consumers who drank wine more
frequently were viewed as more mature drinkers, and those who occasionally drank wine were
viewed as less knowledgeable and adventurous (Hussain, Cholette, & Castaldi, 2007).
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Both practitioners and researchers have traditionally extended this segmentation into the
wine aisle and seemingly assumed that wine drinkers’ consumption and purchase behavior is
the same (Hussain, Cholette, & Castaldi, 2007). However, they are beginning to find that there
are incongruences between consumption and purchasing, causing flaws in previous
segmentation efforts (Forbes, 2012). For instance, the majority of wine consumption is taking
place in the home (Pratten & Carlier, 2010) with the objective to unwind and relax and does not
involve food pairing. When consumed on-premise however, wine is more often paired with food
(Pratten & Carlier, 2010).
Different consumer segments obviously view wine differently. For example, sparkling
wines are viewed as a drink for females or a drink for celebratory occasions. This means that
there are two ways to market these types of wines when looking for increased sales. Marketers
must either change the drinker’s perception of the wine, making it appear less feminine and
attracting male consumers also, or change what constitutes a “celebratory moment”. The
objective of marketers here is to mold their wine brand (and product perception) to fit with the
minds of their consumer (Charters et al., 2011).
The main difference between wine purchases on- and off-premise is the general lack of
trial in off-premise contexts. Tasting is the best way to transform perceived value into actual
value and form customer opinion and hopefully action, i.e. a purchase. A majority of wine
consumers place high importance on trying wine before committing to a purchase (Mueller &
Rungie, 2009). These consumers are thus attracted to smaller purchase sizes and personal
suggestions (Mueller & Rungie, 2009). The challenge to retailers is thus to give the consumers
the best representation of the all-important taste elements. Even though consumption occasion
is recognized as playing a major role in consumers’ wine selection, there are many other factors
relevant in shoppers’ decision making.
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When looking at generational groups, following a traditional segmentation method,
Generation Y, or Millennials, view beverage alcohol in the context of its consumption situation or
setting. Wine is most often preferred in at-home hospitality situations, i.e. entertaining (Agnoli,
Begalli, & Capitello, 2011). Consumption occasion and location, coupled with willingness to pay
are therefore three key areas for further research when studying how the Millennial generation
consumes alcoholic beverages. Wine education could for instance be used to increase
Millennials’ awareness, capacity and confidence with which they evaluate wine and pair wine
with food.
Hussain et al. (2007) point out that wine is considered to be “somewhat intimidating and
mysterious” (Hussain, Cholette, & Castaldi, 2007). Therefore, if we also recognize that wine
knowledge influences consumption and purchasing behaviors, it leads to the realization that
educated consumers who are more knowledgeable will likely spend more on individual wines
and consume more of them.
Another main choice factor is a wine’s country of origin, which affects both price and
quality expectations and perceptions. Wine from perceived sophisticated and well-known wine
regions are seen as being of higher value. For instance, consumers are more willing to pay a
higher price for a “French” wine. Texas, on the other hand, is not known for wine, so a Texan
wine is perceived to have lower quality as pointed out in a study by Guidry, Babin, Graziano,
and Schneider (2009). Interestingly, the same study shows that consumers will transfer positive
experiences with wine to all wines from the same appellation or origin, leading to brand
associations such as “Australian Chardonnay”. Although, Guidry et al. did not account for the
confounding effect of retailers’ long-standing practice of merchandising by country and region.
For most shoppers, wine buying is a risky activity per-se, given the many variables at
play. As well-documented in extant research, consumers are forced to rely on extrinsic cues
such as price, origin, label, brand and shelf position. Research further shows that consumers
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select wine based on factors such as quality, recommendations from friends or family, advice
from sales associates, knowledge of wine, price, and packaging and labeling. Where younger
wine shoppers tend to rely more heavily on labeling, overall, brand is the most important
information shoppers use, followed by region or country of origin. However, recent research by
Atkin and Johnson (2010) shows that appellation information is too complex, thus leading to yet
further confusion where it was thought to be a opportune way to merchandise it.
Shoppers seek to lower uncertainty by including previous experiences of their own or
others; using cues such as food and wine pairings, or media reviews, suggestions, etc.
Millennial wine shoppers actually rely more on direct recommendations, while older shoppers
rely more on what they read (Casini, Corsi, & Goodman, 2009).
Research further recognizes that cultural differences between shoppers changes the
importance of the attributes that affect purchasing decisions. Thus, knowing the attributes that
most affect a targeted shopper segments alters what methods retailers should use in order to
increase sales. As discussed, certain information will be more relevant to some shoppers than
it is to others. Actually, using the wrong information format can be overwhelming to certain
shoppers and so increase confusion and anxiety in wine shopping (Goodman, 2009).
Even though researchers are seemingly beginning to realize the need to investigate the
many factors that contribute to the incongruence between wine consumption and wine
shopping, there is no empirical or comprehensive in-store shopper research, that we could find,
specifically addressing removing this gap. Thus, we are left with the conclusion, based on the
review of the literature, that consumer segmentation can be based on consumption occasions;
however, the shoppers are experiencing a confusing shopping experience in store aisles. This
reality highlights the need for additional investigations of shopping behaviors of wine
consumers, beyond the current consumption-based research.
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WINE SEGMENTATION ALTERNATIVE: WINE GENOME

Previous research proposed segmentation based on gender, age, and average
expenditure on wine in order to subsequently assess the factors’ influence on wine purchase
decision and consequently the ideal store environment to stimulate wine purchases. Such
segmentation is based on a more macro-level view that attempts to paint a picture of the
‘average’ wine consumer without much granularity. For this thesis research, we use
segmentation research from Constellation Brands conducted in 2014.
Table 1: Sample Characteristics – expressed in % - N=3,677

Gender
Age

Region

Marital Status

Household Composition
Employment

Income

Male
Female
Millennials (LDA-34)
Gen X (35-46)
Baby Boomers (47-65)
Silent Generation (66-70)
Average Age
Northeast
Midwest
West
South
Single (never married)
Married or common law
Cohabitating
Separated or Divorced
Widowed
With Kids
No Kids
Employed Full Time
Employed Part Time
Retired
Not Currently Working
Homemaker
Student
Less than $29,999
$30,000-$49,999
$50,000-$74,999
$75,000-$99,999
More than $100,000
Average

48
52
20
22
39
19
49
15
21
25
39
18
56
8
15
4
31
69
45
13
23
8
9
3
18
24
26
15
17
$72,900
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452
298
85
1

25

56 42

17 4

Alabama
Alaska
Arizona
Arkansas
California
Colorado
Connecticut
Delaware
District of Columbia
Florida
Georgia
Hawaii
Idaho
Illinois
Indiana
Iowa
Kansas
Kentucky
Louisiana
Maine
Maryland
Massachusetts
Michigan
Minnesota
Mississppi
Missouri
Montana
Nebraska
Nevada
New Hampshire
New Jersey
New Mexico
New York
North Carolina
North Dakota
Ohio
Oklahoma
Oregon
Pennsylvania
Rhode Island
South Carolina
South Dakota
Tennessee
Texas
Utah
Vermont
Virginia
Washington
West Virginia
Wisconsin
Wyoming

33

233
200
189
184
139 160
116
112
106
104
85 87 101
81
81
75
59
60
62
37 31 43 19 24 57
30
13 12
15
13 14 41 4
15
15
8
10
9
10 4
6

Figure 1: Distribution Respondents by State

Based on a survey of 3,677 respondents that investigated shopping experience and
purchase decision factors in depth (see Table 1 and Figure 1), Constellation proposed
segmentation that did not only consider gender, age and average expenditure on wine, but also
took consumption volume, enjoyment, shopping experience, perceived wine knowledge, taste
profile, purchase decision motivator, media behavior, household income and household size as
additional variables. Using multivariate K-clustering, the six segments so-developed are
denoted as Overwhelmeds, Price-Driven, Engaged Newcomers, Image Seekers, Ritualized
Loyalists, and Enthusiasts. Given the comprehensive character of the segmentation factors or
variables, Constellation named this segmentation “Wine Genomes” – representing the most
complete, large-scale classification of wine consumers and shoppers undertaken so far.
Each of these segments will be discussed in more detail below; and specifically as they
differ in attributes relevant to shopping behavior and the differences between wine consumption
and wine shopping.
Looking at consumption volume, the average number of glasses consumed each month
and percent of segment drinking wine at least once a week, Overwhelmeds are the lightest
drinkers while Ritualized Loyalists are the heaviest drinkers. Focusing on enjoyment of wine, on
average, consumers enjoy drinking wine far more than they enjoy shopping for it. Few
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consumers consider themselves wine experts, even though perceived wine knowledge has
increased since 2004.
In general, consumers are all looking for smooth, well-balanced wines. Although they
may well be looking for a similar type of wine, the final motivation for choosing a specific wine
differs. In order to investigate if indeed shopping for wine leads to the hypothesized anxiety, we
will first discuss the consumption habits and segment characteristics of each segment depth.

SEGMENT CHARATERISTICS
Overwhelmeds
Overwhelmeds make up 19 percent of the wine consumers and contribute nine percent
of the wine category’s profits. Overwhelmed consumers are individuals who consider wine not
to play an important role in their lives, even though they do regularly consume it. As to be
expected, given the segment name, they do not enjoy shopping for wine, finding the process
complex and overwhelming. The Overwhelmed segment is composed of 67 percent females,
with an average age of 49 years. Overwhelmeds consume an average of seven glasses of wine
per month, spending an average of $9.10 per bottle. Most of their consumption occurs within
the home, to unwind or de-stress.
Overwhelmed consume wine least frequent of any of the segments. They are also the
least likely to say that they enjoy the taste of wine, that wine is important for socializing, or that
wine is an essential part of a nice meal. They have the fewest number of bottles on hand, with
most of them never having bought a bottle for aging. Additionally, this segment is the least
adventurous, having tried the fewest number of different brands, regions, and varietals. Tastewise, they tend to drink more white than red, preferring a sweeter, fruitier taste profile.
With regards to lifestyle factors, this segment is more likely to be considered
“entertainment junkies” as they enjoy watching movies, television and playing video games.
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Overall, their media consumption is considered average. Overwhelmeds consider themselves
home-bodies, preferring quiet nights at home and routine lifestyles. These individuals are more
likely than others to feel like they are living paycheck to paycheck, with their average household
income being $64,000.
Price Driven
The Price Driven segment makes up 21 percent of wine consumers and contributes 14
percent of the profits. Consumers in this segment believe that you can buy good wine without
spending a lot; therefore, they make price a top consideration. This segment is 59 percent
female, with an average age of 56 years. They consume more than Overwhelmeds, with an
average of 10 glasses per month, but only spending an average $8.00 per bottle.
Price Driven wine drinkers are moderate consumers but do not consider themselves
knowledgeable or serious about wine. 95 percent have never bought a wine for aging. A
majority of their wine consumption takes place in the home to unwind or de-stress, primarily with
domestic wines.
These consumers are average users of social media and are less likely to own a mobile
device. They record the lowest average household income of all 6 segments, $63,000.
Realizing that they can’t have everything, they pick and choose what is important. Price of wine
is more important than brand, with more than two-thirds of this segment stating that their
number one goal while shopping is to save as much as possible.
Engaged Newcomers
The Engaged Newcomers segment represents 12 percent of the wine consumers and
contributes 14 percent of the category profits. These are the youngest wine consumers, new
shoppers of a category that they mostly view as intimidating. Although wine is not these
consumers’ first choice, it does constitute an important part of their socializing, and they are
interested in learning more about wine. Engaged Newcomers primarily consume wine as a
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release, to loosen up and have a good time. This group is comprised of 62 percent males with
an average age of 36. These consumers drink an average of 7 glasses of wine per month,
spending an average of $12.60 per bottle. The average household income is $73,000.
Looking at other lifestyle factors, this segment spends more time consuming media
online than offline, spending seven hours per week on social media, much more than any other
segment. They are more likely to own a mobile device and use it for a wide range of activities,
including texting, accessing the Internet, using apps and listening to music.
The Engaged Newcomers are also the youngest segment, with over 50 percent being
under 35 and one-third single. These consumers crave excitement and are willing to
experiment and take risks. The Engaged Newcomers often make impulse purchases. They
enjoy watching sports and entertaining, and as typical for younger consumers, they seek out
and expect a certain level of customization in product and shopping experience.
Image Seekers
Image Seekers make up 18 percent of wine consumers and contribute 26 percent of
category profits. As already indicated in the name, they place importance on how others
perceive them. They want to have a lifestyle that impresses others and the wine they choose
has to therefore say the “right” thing about them. The segment is 63 percent male, with an
average age of 41 years. Image Seekers consume an average of 7 glasses of wine per month
and spend an average of $12.50 per bottle.
Wine as such is not the beverage of choice for Image Seekers, but they do consider it an
important part of their social activities and as a conveyance of their desired image. For
instance, they enjoy introducing friends and family to new wines and appreciate wines that have
a story or heritage attached that they can share. All of these attributes will help them appear
“in-the-know”. They care about what a wine says about them or how it will make them feel
when they serve it or give it as a gift, so for Image Seekers wine is part of their self-image. As
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with other segments, Image Seekers consume wine at home, to have a good time, because
others enjoy it or expect it, to make the occasion more special, to reflect a certain persona, and
to try something new.
This segment’s media consumption is fairly average, but they like to have the latest
technology and are more likely to own a mobile device and do more on it. They are the second
youngest segment; 39 percent of Image Seekers are 35 years or younger. They have the
highest household income at $91,000. This segment is ambitious and spends a lot of time
working to build their career for future success. They are more likely than the average to
consider themselves workaholics. They are more likely to follow the latest trends and fashions
and like to stand out in a crowd. Image Seekers crave excitement and like to be the first to try
new products. They are more likely than others to buy celebrity endorsed products.
Ritualized Loyalists
The Ritualized Loyalists make up 20 percent of the wine consumers and contribute 22
percent of the profits. Wine drinking is part of their regular routine and when they find a brand
they like; they will stick to it. Gender make-up of this segment is representative of all wine
consumers combined with 52 percent being female and 48 percent being male. The average
age of this segment is 56 years. They consume an average of 13 glasses of wine per month,
the highest individual consumption of all segments, spending an average of $9.60 per bottle.
The average household income is $70,000.
They believe that moderate wine drinking is good for you and consequently have made it
a part of their regular routine. 70 percent drink wine at least once a week. Ritualized Loyalists
tend to drink more red wine than white. They really enjoy wine but do not participate in winerelated practices such as wine tasting and wine tourism. They do not consider themselves
overly knowledgeable about wine. Wine is their beverage of choice and plays an important role
in their lives. It is a way to relax, essential element of good times with friends and family and
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makes an occasion more special. The majority of the wine purchased is for consumption at
home, and wine is often paired with food and also often seen as a regular dinner drink.
This segment has fairly average media habits but interestingly enough, are far less likely
to own a smartphone. They consider them optimists but realize that they can’t have everything
so they have learned to pick and choose what is important to them. They consider themselves
homebodies as well. Irrespective of the product category, when they are shopping and they find
a brand they like, they will stick to it, much like they do with wine.
Enthusiasts
The final consumer segment, the Enthusiasts, make up 10 percent of the wine
consumers and contribute 15 percent of the category profits. As the name indicates,
Enthusiasts love everything about the wine experience – researching purchase options, reading
wine reviews, shopping new brands, discussing, drinking and sharing with others. This segment
consists of 50 percent females and 50 percent males, with an average age of 50 years old. The
average household income is $86,000. This segment consumes an average of 12 glasses of
wine per month, spending an average of $13.10 per bottle, outspending all other segments.
Enthusiasts’ beverage of choice is wine, for 40 percent of their alcohol consumption. As
with Ritualized Loyalists, drinking wine is part of their regular routine. They love the taste of
wine and consider it an essential part of a nice meal. Enthusiasts consider wine to bring an
element of distinction to any occasion, enhancing the flavors in the food being consumed.
Enthusiasts’ drink far more red wine than white or blush. This segment is the most
knowledgeable and serious about wine, having the most bottles on hand, and they are more
likely to store their wine in a temperature-controlled cellar or wine refrigerator. 59 percent of
Enthusiasts read wine magazines.
The lifestyle of Enthusiasts is considerably more social-media focused. They spend
more time than average on online media. They like to try new things and enjoy a challenge.
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They consider themselves “foodies” and love going to new restaurants and trying new foods and
drinks. Enthusiasts also enjoy entertaining. When making a purchase decision, if a product is
made by a company they trust, they will be more willing to spend a little extra.

In the following section we will focus more on the shopping habits and experiences of
these segments to establish the level of, if any, anxiety they experience while shopping for wine.
Second, we will investigate how the previously discussed segmentation is able to highlight
differences between shoppers that “traditional” segmentation will leave undiscovered.
Essentially, we will compare the six Genome segments to segments based on demographics
and socio-economic factors as have been historically used in the wine industry.

SHOPPING EXPERIENCES AND PREFERENCES BY SEGMENT

Overwhelmeds shop for wine the least of any segment, buying wine only when
necessary, typically because of an event or occasion. They tend to buy wines from the lower
price tiers, with 50 percent saying they have never spent more than $15 for a 750ml bottle of
wine. They have trouble remembering the names of wines they have had before and never
know what wines go with what food. They worry about making a mistake when buying a wine or
ordering wine at a restaurant. They do not consider themselves knowledgeable about wine and
do not look for a large selection.
In regards to shopping location, Overwhelmeds (and Price Driven) prefer to shop for
wine where they can get other household items. In other words, wine purchases are preferred
as part of the normal shopping routine, not a special trip occasion. Respondents were asked to
score their agreement on a Likert scale from Strongly Disagree (1) to Strongly Agree (5)
regarding their preferences concerning retail outlets. They were asked their opinion on the
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following statement: “A store where you can get many of your households needs under one
roof.” We conducted an analysis of variance (“ANOVA”) in responses by each segment. It
yielded significant variance among one or more segments, F (5,3676) = 40.64, p < .0001,
graphically expressed in Figure 2. We note that the mean scores are not very high, as
evidenced by the mean scores for all segments, as shown in Table 2.

4.5
4
3.5
3
2.5
2
1.5
1
0.5

Ritual
Loyalists

Price Driven

Overwhelmed

Image Seeker

Enthusiasts

0
Engage
Newcomers

A store where you can get many of your
household needs under one roof CODED

5

Genome
Figure 2: Analysis of Variance of Store Preference by Genome
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Table 2: Mean Scores Broad Assortment Other Groceries Preference

Means for Oneway Anova
Level
Number
Mean Std Error Lower 95% Upper 95%
Engage Newcomers
532 0.62782
0.07192
0.4868
0.7688
Enthusiasts
449 0.41425
0.07828
0.2608
0.5677
Image Seeker
806 0.75558
0.05843
0.6410
0.8701
Overwhelmed
664 1.34036
0.06437
1.2141
1.4666
Price Driven
587 1.59114
0.06847
1.4569
1.7254
Ritual Loyalists
639 0.89045
0.06562
0.7618
1.0191
Std Error uses a pooled estimate of error variance

Perhaps more telling are the scores, per the same type of questioning, asking about the
shoppers’ preferred merchandising of wine. We looked at questions asking if respondents
would prefer wine organized by price and variety. For the question concerning price, the
ANOVA yielded a significant variation, F(5,3676) = 11.28, p < .0001. A post hoc Tukey Kramer
(HSD) test showed that some of the segments differed significantly a p < .05, Table 3 displays
the difference matrix, based on a quantile of 2.85 and an Alpha value of 0.5 to scale the HSD’s.
Table 4, shows the more easily interpretable Connecting Letters Report from the same test.
From it we conclude that Overwhelmeds and Price Driven shoppers are looking more for
“crutches” from the retailer to simplify wine selection and purchase. Obviously, a rather
straightforward challenge for retailers, albeit that the Genome make-up of a retailer will drive the
extent to which such dramatic changes to the wine aisle should be implemented and/or can be
expected to be successful. Obviously, those shoppers that consider themselves to be more
knowledgeable about wine, or have a “go-to brand”, will be less influenced by changes to the
current standard set-up of the wine aisle.
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Table 3: Difference Matrix Preferred Merchandising by Price Post Hoc Test

Difference Matrix
Dif=Mean[i]-Mean[j]
Price Driven
Overwhelmed
Engage Newcomers
Image Seeker
Ritual Loyalists
Enthusiasts

Price Driven Overwhelmed Engage Newcomers Image Seeker Ritual Loyalists Enthusiasts
0.00000
0.00237
0.20600
0.23911
0.32028
0.57354
-0.00237
0.00000
0.20363
0.23674
0.31791
0.57117
-0.20600
-0.20363
0.00000
0.03311
0.11428
0.36754
-0.23911
-0.23674
-0.03311
0.00000
0.08118
0.33443
-0.32028
-0.31791
-0.11428
-0.08118
0.00000
0.25326
-0.57354
-0.57117
-0.36754
-0.33443
-0.25326
0.00000

Table 4: Connecting Letter Report Preferred Merchandising by Price Post Hoc Test

Connecting Letters Report
Level
Mean
Price Driven
A
0.91652470
Overwhelmed
A
0.91415663
Engage Newcomers A B
0.71052632
Image Seeker
B
0.67741935
Ritual Loyalists
B C 0.59624413
Enthusiasts
C 0.34298441
Levels not connected by same letter are significantly different.

Irrespective of shoppers’ shopping preferences, respondents were also asked to share
their feelings and mindset about wine shopping by indicating their agreement (using the same
Likert scale as described above) with the statement: “Shopping for Wines is Complex and
Overwhelming.” Figure 3 shows the ANOVA results in responses by each segment. It yielded
significant variance among one or more segments, F (5,3676) = 113.28, p < .0001. The post
hoc Tukey Kramer HSD test yielded significant differences between all genome segments, as
shown in Table 5. The ordered difference report, shown in Table 6, provides more detail, as
discussed below.
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Overwhelmed
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Genome
Figure 3: Analysis of Variance Overwhelmed Wine Shopping by Genome
Table 5: Connecting Letter Report Overwhelmed Wine Shopping by Genome Post Hoc Test

Level
Image Seeker
A
Overwhelmed
B
Engage Newcomers
C
Price Driven
D
Ritual Loyalists
E
Enthusiasts
F

Mean
3.3151365
3.1490964
2.9323308
2.6609881
2.3959311
2.1113586
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Table 6: Ordered Difference Report All Pairs Tukey HSD Post Hoc Test

Ordered Differences Report
Level
Image Seeker
Overwhelmed
Image Seeker
Engage Newcomers
Overwhelmed
Image Seeker
Price Driven
Engage Newcomers
Overwhelmed
Image Seeker
Ritual Loyalists
Engage Newcomers
Price Driven
Overwhelmed
Image Seeker

- Level
Difference Std Err Dif Lower CL Upper CL
Enthusiasts
1.203778 0.0621779 1.026493 1.381063
Enthusiasts
1.037738 0.0645127 0.853796 1.221680
Ritual Loyalists
0.919205 0.0559270 0.759744 1.078667
Enthusiasts
0.820972 0.0676645 0.628044 1.013901
Ritual Loyalists
0.753165 0.0585117 0.586334 0.919997
Price Driven
0.654148 0.0572920 0.490795 0.817502
Enthusiasts
0.549630 0.0661977 0.360883 0.738376
Ritual Loyalists
0.536400 0.0619694 0.359709 0.713090
Price Driven
0.488108 0.0598178 0.317553 0.658664
Engage Newcomers 0.382806 0.0589807 0.214637 0.550974
Enthusiasts
0.284573 0.0650199 0.099185 0.469960
Price Driven
0.271343 0.0632041 0.091132 0.451553
Ritual Loyalists
0.265057 0.0603644 0.092943 0.437171
Engage Newcomers 0.216766 0.0614371 0.041593 0.391938
Overwhelmed
0.166040 0.0553366 0.008262 0.323818

p-Value
<.0001*
<.0001*
<.0001*
<.0001*
<.0001*
<.0001*
<.0001*
<.0001*
<.0001*
<.0001*
0.0002*
0.0003*
0.0002*
0.0057*
0.0324*

From the Differences Report we note that Enthusiasts and Ritualized Loyalists, thus
either (self-perceived) wine experts or those who buy the same brand over and over, are
significantly less frazzled by wine shopping. Clearly a more opportune and immediate issue to
be addressed through shopper marketing efforts. Perhaps even more surprising is that the
Image Seekers Genome, shoppers looking to impress their friends and family with their wine
knowledge and selection, are the most anxious while visiting the wine aisle.
If we conduct the same tests comparing more traditional age segments, we still yield
significant variations between these segments, F (3,3676) = 41.60, p < .0001, see Figure 4.
The post hoc Tukey Kramer HSD test however reveals that the only solely significantly different
segment in this instance would be Millennials, as shown in Table 7. Interesting and indeed in
line with most academic research and management research. However, as we discussed in the
previous sections, this seems to be an oversimplification of the dimensionality of wine shoppers
as presented through the Wine Genome lens, and could possibly lead to overzealous marketing
towards Millennials, without first determining if indeed these shoppers are represented.
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Figure 4: Analysis of Variance Overwhelmed Wine Shopping by Age Demo

Table 7: Connecting Letter Report Overwhelmed Wine Shopping by Age Post Hoc Test

Connecting Letters Report
Level
Mean
Millennials
A
3.1350000
Gen X
B
2.8138767
Baby Boomers
C 2.6440329
Silent Generation
B C 2.6334405
Levels not connected by same letter are significantly different.
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When asked about the respondents’ level of worry of making a mistake when buying
wine, we are presented with a similar result for the ANOVA, F (5,3676) = 161.15, p < .0001, and
the post hoc test reveals a grouping of Genome segments conveying the underlying angst in
wine shopping for most all wine shoppers, with the exception experts, brand loyal shoppers and
those who select wine based more on price, less on sensory factors, as shown in Figure 5 and
Table 8. When the analysis is conducted on traditional age demographics, the results, once
again, show a significant variance (F (3,3676) = 76.30, p < .0001) but a less “dimensional”
result, not only as a consequence of less segments analyzed, four against six, but more so
because older consumer group, whereby the younger consumers (Millennials) once again are
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4
3.5
3
2.5
2
1.5

Ritual
Loyalists

Price Driven

Overwhelmed

Image Seeker

Enthusiasts

1

Engage
Newcomers

I worry about making a mistake when I buy wines
CODED

significantly different from the other (grouped) segments, see Figure 6 and Table 9.

All Pairs
Tukey-Kramer
0.05

Genome

Figure 5: Analysis of Variance Mistake Making Wine Shopping by Genome
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Table 8: Connecting Letter Report Mistake Making Wine Shopping by Genome Hoc Test

Connecting Letters Report

5
4.5
4
3.5
3
2.5
2
1.5

Silent
Generation

Millennials

Gen X

1
Baby
Boomers

I worry about making a mistake when I buy wines
CODED

Level
Mean
Image Seeker
A
3.3647643
Engage Newcomers
B
3.1672932
Overwhelmed
B
3.0918675
Price Driven
C
2.4037479
Ritual Loyalists
C D 2.2957746
Enthusiasts
D 2.1447661
Levels not connected by same letter are significantly different.

All Pairs
Tukey-Kramer
0.05

Age Demo

Figure 6: Analysis of Variance Mistake Making Wine Shopping by Age Demo with Post Hoc
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Table 9: Connecting Letter Report Mistake Making Wine Shopping by Age Demo Post Hoc Test

Connecting Letters Report
Level
Mean
Millennials
A
3.1990000
Gen X
B
2.8348018
Baby Boomers
C 2.5761317
Silent Generation
C 2.4501608
Levels not connected by same letter are significantly different.

As such, the data analysis support our Research Question 1. However, it is not just the
19 percent of wine shoppers/consumers that comprise the Overwhelmeds segment that have
these opinions concerning the wine shopping experience. It is clear that anxiety in the aisle is
the reality for many wine shoppers, and that with the exception of the Enthusiasts, there is thus
still much opportunity for improving the wine shopping experience. The Genome segments
provide the opportunity, through deeper insights, on how to address each segment’s anxieties.

For instance, Price Driven shoppers stood out of the previous analysis. Obviously the
focus on price makes for a relatively simple shopping process. As shown in an analysis of the
different segments’ opinion on the statement: “You can buy good wines without spending a lot of
money,” this is however an opinion shared with the “more expert” shoppers in the Ritualized
Loyalists and Enthusiasts segments, shown in Tables 10 and in Table 11, which shows the
ordered differences between the segments.
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Figure 7: Analysis of Price/Value Wine Shopping by Genome with Post Hoc

Table 9: Connecting Letter Report Price/Value Wine Shopping by Genome Post Hoc Test

Connecting Letters Report
Level
Mean
Price Driven
A
4.4258944
Ritual Loyalists
A
4.3286385
Enthusiasts
A
4.3229399
Overwhelmed
B
4.0572289
Image Seeker
B
4.0074442
Engage Newcomers
C 3.6428571
Levels not connected by same letter are significantly different.
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Table 10: Ordered Difference Report Price/Value Wine Shopping All Pairs Tukey HSD Post Hoc Test

Ordered Differences Report
Level
Price Driven
Ritual Loyalists
Enthusiasts
Price Driven
Overwhelmed
Price Driven
Image Seeker
Ritual Loyalists
Enthusiasts
Ritual Loyalists
Enthusiasts
Price Driven
Price Driven
Overwhelmed
Ritual Loyalists

- Level
Engage Newcomers
Engage Newcomers
Engage Newcomers
Image Seeker
Engage Newcomers
Overwhelmed
Engage Newcomers
Image Seeker
Image Seeker
Overwhelmed
Overwhelmed
Enthusiasts
Ritual Loyalists
Image Seeker
Enthusiasts

Difference Std Err Dif
0.7830372 0.0408862
0.6857814 0.0400875
0.6800827 0.0437716
0.4184502 0.0370618
0.4143718 0.0397432
0.3686655 0.0386957
0.3645870 0.0381541
0.3211943 0.0361787
0.3154957 0.0402224
0.2714096 0.0378508
0.2657110 0.0417328
0.1029545 0.0428228
0.0972559 0.0390493
0.0497847 0.0357968
0.0056986 0.0420608

Lower CL
0.666460
0.571482
0.555279
0.312778
0.301054
0.258334
0.255800
0.218040
0.200812
0.163488
0.146720
-0.019144
-0.014083
-0.052281
-0.114227

Upper CL
0.8996141
0.8000809
0.8048865
0.5241225
0.5276895
0.4789965
0.4733740
0.4243488
0.4301798
0.3793316
0.3847015
0.2250529
0.2085950
0.1518503
0.1256245

p-Value
<.0001*
<.0001*
<.0001*
<.0001*
<.0001*
<.0001*
<.0001*
<.0001*
<.0001*
<.0001*
<.0001*
0.1549
0.1270
0.7327
1.0000

However, these Genome segments separate out with regards to the price-level, or
average price paid by each segment. In general, Price Driven segment shoppers have a
predetermined price range and are more likely than other segments to buy wine in the lower
price tiers, F(5, 3676) = 46.94, p < .0001.
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Figure 8: ANOVA of Selecting Pre-Determined Price by Genome with Post Hoc Test

In short: Price Driven segment shoppers know what price range, but do not normally
know what wines pairs with what foods, but they don’t really care. They are looking for a good
value wine for any occasion that is available at the store they shop at. The two biggest
influencers of their purchase decision are previous buy and price or price promotions. They are
more likely than other segments to buy larger size formats because they feel this is a better
value. As to be expected, their ideal store would be organized by price, as shown in earlier
analysis discussed above. Actually, they rather prefer stores with a ‘no-frills’ experience, such
as a warehouse feel or grab and go, F(5,3676) = 20,71, p < .0001, shown in Figure 9 and Table
11.
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Figure 9: ANOVA of Grab&Go Shopping Preference by Genome with Post Hoc Test

Table 11: Ordered Difference Report Grab&Go Shopping Preference All Pairs Tukey HSD Post Hoc Test

Ordered Differences Report
Level
Price Driven
Overwhelmed
Price Driven
Price Driven
Price Driven
Engage Newcomers
Image Seeker
Overwhelmed
Ritual Loyalists
Overwhelmed
Overwhelmed
Price Driven
Engage Newcomers
Image Seeker
Engage Newcomers

- Level
Enthusiasts
Enthusiasts
Ritual Loyalists
Image Seeker
Engage Newcomers
Enthusiasts
Enthusiasts
Ritual Loyalists
Enthusiasts
Image Seeker
Engage Newcomers
Overwhelmed
Ritual Loyalists
Ritual Loyalists
Image Seeker

Difference Std Err Dif
0.6498674 0.0739473
0.5529456 0.0720651
0.4106155 0.0674311
0.3355350 0.0639991
0.3298120 0.0706033
0.3200554 0.0755858
0.3143324 0.0694570
0.3136937 0.0653616
0.2392519 0.0726316
0.2386133 0.0618147
0.2328902 0.0686294
0.0969218 0.0668206
0.0808035 0.0692240
0.0750805 0.0624742
0.0057231 0.0658854

Lower CL
0.439025
0.347470
0.218353
0.153058
0.128504
0.104541
0.116293
0.127332
0.032161
0.062364
0.037211
-0.093600
-0.116571
-0.103049
-0.182133

Upper CL
0.8607096
0.7584213
0.6028785
0.5180124
0.5311195
0.5355694
0.5123716
0.5000559
0.4463427
0.4148624
0.4285699
0.2874439
0.2781785
0.2532100
0.1935789

p-Value
<.0001*
<.0001*
<.0001*
<.0001*
<.0001*
0.0003*
<.0001*
<.0001*
0.0128*
0.0016*
0.0091*
0.6959
0.8525
0.8362
1.0000

When Engaged Newcomers make a purchase decision, consumer reviews and
recommendations are important to them, whether they have previously consumed the wine or
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not. Though they have a thirst for wine knowledge, they do not consider themselves overly
knowledgeable about wine and never know what wines go with what foods, worrying about
making a mistake. The Engaged Newcomers’ ideal store would specialize in wine with
knowledgeable staff.

Finally, taste is an important element of the enjoyment of wine. Obviously, other than
store personnel recommendation or in-store sampling, taste cannot be determined prior to
purchase in an off-premise retail context. The Genome segments differ significant in the
importance placed on pre-purchase suggestions and recommendation by store personnel,
ANOVA result: F (5,3676) = 15.31, p < .0001. Although, certain segments do not differ
significantly as expected, given the earlier descriptions of the Genome segments, as shown in
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Figure 10 and Tables 12 and 13 below.

All Pairs
Tukey-Kramer
0.05

Genome

Figure 10: ANOVA of Staff Recommendations by Genome with Post Hoc Test
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Table 12: Connecting Letter Report Staff Recommendations by Genome Post Hoc Test

Connecting Letters Report
Level
Mean
Enthusiasts
A
1.8218263
Ritual Loyalists
B
1.4475743
Overwhelmed
B
1.3870482
Engage Newcomers
B C
1.2969925
Price Driven
C D 1.0817717
Image Seeker
D 1.0161290
Levels not connected by same letter are significantly different.

Table 13: Ordered Difference Report Staff Recommendations All Pairs Tukey HSD Post Hoc Test

Ordered Differences Report
Level
Enthusiasts
Enthusiasts
Enthusiasts
Enthusiasts
Ritual Loyalists
Enthusiasts
Overwhelmed
Ritual Loyalists
Overwhelmed
Engage Newcomers
Engage Newcomers
Ritual Loyalists
Overwhelmed
Price Driven
Ritual Loyalists

- Level
Image Seeker
Price Driven
Engage Newcomers
Overwhelmed
Image Seeker
Ritual Loyalists
Image Seeker
Price Driven
Price Driven
Image Seeker
Price Driven
Engage Newcomers
Engage Newcomers
Image Seeker
Overwhelmed

Difference Std Err Dif
0.8056972 0.1029393
0.7400546 0.1095943
0.5248338 0.1120226
0.4347781 0.1068048
0.4314453 0.0925904
0.3742519 0.1076443
0.3709192 0.0916130
0.3658026 0.0999369
0.3052765 0.0990321
0.2808634 0.0976461
0.2152208 0.1046382
0.1505819 0.1025941
0.0900557 0.1017129
0.0656427 0.0948504
0.0605261 0.0968697

Lower CL Upper CL
0.512192 1.099203
0.427574 1.052535
0.205429 0.844238
0.130251 0.739305
0.167447 0.695444
0.067331 0.681173
0.109708 0.632131
0.080858 0.650748
0.022911 0.587642
0.002450 0.559277
-0.083129 0.513570
-0.141940 0.443103
-0.199953 0.380065
-0.204799 0.336085
-0.215674 0.336726

p-Value
<.0001*
<.0001*
<.0001*
0.0007*
<.0001*
0.0068*
0.0007*
0.0035*
0.0252*
0.0466*
0.3105
0.6850
0.9501
0.9829
0.9892

CONCLUSION AND OPPORTUNITIES FOR FUTURE RESEARCH
As the analyses show, the six different shopper segmentations vary on many elements
of the shopping experience. These variances are highlighted through the Constellation
segmentation with the additional attributes taken into consideration beyond the traditional
segmentation that utilizes macro-level demographics. With statistically significant differences
on key questions associated with wine aisle organization and wine aisle features, it is crucial for
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retailers to evaluate who the key shopper segments are and tailor their wine aisle design to
assist the wine shopper with their purchase.
Meijer, a retailer based out of Grand Rapids, Michigan, utilized the Genome
segmentation techniques on a representative sample (n=432) of its shoppers. Based on the
results, adjustments were made to the national genomes in order to better represent certain
characteristics more prevalent in the Meijer study compared to the national sample. Essentially,
Meijer shoppers over-indexed in three Genomes: Engaged Newcomers, Price Driven, and
Ritualized Loyalists. As said, the Meijer Genomes are different enough from the national
Genomes to allow for specific fine-tuning of the general marketing and merchandising
suggestions discussed in this thesis to better fit the particular level of anxiety and other issues
experienced by these shoppers. By utilizing the Genome techniques to gain deep shopper
insights, Meijer will be able to develop and execute a shopper marketing campaign
individualized to its shoppers. Because of the relatively large number of shoppers falling within
these three segments, Meijer is now able to use the similarities between these the three
Genome segments to adjust their marketing and merchandising strategies to align the wine
aisle with its shoppers’ needs.
We think that these results speak to a need for further research into developing a robust
standardized method for developing a retailer-specific Genome inventory as a version of-, or
derivative, of the national Genome archetypes. Such fine-tuning will provide the opportunity to
quickly, and at relatively lower costs, develop a data-based shopper marketing strategy. By
using K-clustering techniques that use shoppers' store affiliation, it may be possible to
additionally develop these Genome inventories for store groupings, a technique that may prove
more successful than making assortment and shopper marketing decisions based on traditional
demographic factors.
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